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Abstract 
The study aims to analyze and discuss how a fairy tale perspective in an ad campaign can encourage 
an audience to change the way they think about and treat the environment. Furthermore, the study 
looks at how the audience understands and views climate changes. Through the use of several 
different theories and qualitative interviews the project will analyze the way the campaign poster is 
perceived, and how the campaign is understood from an adult and a child’s view, and to what 
extend the fairy tale genre affects the way the campaign is grasped.  
Based on the project, we can conclude that the fairy tale genre does have an effect on the viewer; 
however, the children and adults understand the campaign in different ways with a different focus. 
The study shows that it is hard to create a campaign which appeals to an extremely wide target 
group, nevertheless, this is still possible. 
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Introduction 
Once upon a time there was a place called Earth. It was green and vigorous and with rivers as wild 
as horses. Then someone came along, called Man. Man was a greedy kind, so when the question 
arose; should we rather be gentle to our planet, nourish it and make it blossom or keep producing 
green gold, it was unfortunately the wrong decision that was made. Soon, man realized that money 
was not eatable. 
The above written story is not true, at least not yet. It is a different kind of story we wish to be told 
about Earth and our species. Therefore, not only will our study focus on the perceptions 
surrounding climate changes, but also how the genre of fairy tales affects us. 
Today, discussions on climate changes are more present than ever. In regards to this, we have made 
a prototype campaign ‘Help Save Our Fairy Tales’, which is the point of departure of this study. It 
is produced as a classic fairy tale with a twist. The campaign consists of three fairy tales (Appendix 
1, 2 & 3): ‘The Little Red Riding Hood’, ‘The Ugly Duckling’ and ‘The Little Mermaid’. The fairy 
tales are kept in conjunction with the original style of typography, layout and overall look to capture 
people’s attention by showing them something well known. Simultaneously, we find it interesting to 
see if it is possible to capture the attention of parents through their children, thus ensuring that 
different generations are involved in the debate and participate in helping our environment. 
Therefore, we will conduct two focus group interviews; one with adults in the age span 35-50 and 
one with children in 6th grade. We do so to see where children and adults differ in their focus and 
understanding when looking at the campaign poster. If there is a difference in their focus points, it 
will help us understand how a discussion can be created between generations, which will enlighten 
a broader group of people.  
The motivation for conducting this study is an interest in researching whether the prototype of the 
campaign could be successful, and therefore the project will consist of elements of planning, testing 
and evaluating our communication product. In order to do so, we have decided to use reception 
analysis in the form of focus group interviews, and analyzing them by conducting a comparative 
analysis, using tools from semiotics and Schrøder’s Multidimensional Model. 
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Problem Formulation 
PF1: How is the campaign perceived from an adult and a child’s view, and to what extend does the 
fairy tale genre affect the way the campaign is comprehended?   
Research Questions 
• RQ1: Which stance do the focus groups take towards the campaign?  
• RQ2: How does the campaign encourage the focus groups to act? 
• RQ3: In what way can the two focus group interviews be compared and related to each 
other?  
• RQ4: How does the campaign create room for discussion between different generations, 
specified in the project?  
General Campaign Outline 
We will create a climate campaign based on classic fairy tales with a climate twist. We wish to 
inform our target audience about the critical changes regarding the climate which, eventually, will 
change the way we live drastically. We have created three posters in the style of a fairy tale book 
with an accompanying picture depicting the fairy tale in which the environment has been changed 
to portray the dramatic changes in the climate. We have chosen 1) ‘The Little Red Riding Hood’ to 
cast light on the problem regarding trash dumped in nature, 2) ‘The Ugly Duckling’ to tackle the 
issue of gas leaks and 3) ‘The Little Mermaid’ to address the issue of ocean acidification. We want 
our posters to be viewed as a fairy tale without too many climate facts. For instance, the fairy tale of 
‘The Little Red Riding Hood’ is kept as original as possible by only changing a few words. This is 
also why we have chosen to place our main focus of the study on the poster ‘The Little Red Riding 
Hood’.  
We wish to target adults and children, but generally people who know the fairy tales and can see the 
changes and reflect over the new climate fairy tale. Our primary target group will be the adults. We 
will try to target parents through the curiosity of their children, who we believe will question the 
fairy tale and the meaning. Our secondary target group will be anyone who knows the original fairy 
tales, and can see the changes made in the climate fairy tale. 
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Our aspiration is to create awareness and, furthermore, have people research the problem through 
our campaign posters and other mediums to hopefully change the way they treat the planet or at 
least discuss the campaign with others. On an emotional level, they can relate to the fairy tale yet 
the storyline has changed. The innocent and happy memories of their childhood are brought up, 
however, in a more reflective way. We want to challenge the way they perceive the environment. 
We want to create awareness, reflection and discussions between generations. Hopefully, these 
discussions will lead to increased knowledge about the changes we face so people want to change 
the way they treat the environment.  
In order to get our target groups to communicate the message of the campaign, we have created a 
hashtag, which is to be used on various social platforms. Our hashtag will be 
#HelpSaveOurFairyTales, which will lead people to stories from real life in which people are either 
taking care of the environment by small changes, or want to share new knowledge concerning 
global climate changes. Furthermore, we want to make postcards that can be distributed in café’s 
and other public places and create a Facebook site. Due to the fact that more and more people from 
the older generation are using Facebook and hashtags, we have the opportunity to reach a wider 
group of people with our campaign. This creates an opportunity for our target group, both primary 
and secondary, to share the message, and through the postcards and the Facebook site, create more 
awareness.  
In order to really reach out in other forums, we have chosen to place a spread in the newspaper 
Politiken as well. This newspaper has the same target group as ours, which creates an opportunity 
for us to reach them in their homes, where they have time to reflect over the campaign. The 
newspaper will function as the background for the climate fairy tale, and therefore it will be as if the 
reader is reading a fairy tale book. 
Our posters will be present in public areas such as train stations, bus stops and airports. The posters 
will also be visible in libraries, dentists/doctors’ offices and schools. It will have its relevance 
everywhere people wait and/or spend time, and therefore will have time to read and reflect upon the 
poster.  
In the following section we will explain and elaborate on the theories, which will create a basis for 
our analysis of the focus group interviews.  
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Part 1: Theoretical Approach 
Our theoretical approach to the study will be based on two different theories; Kim Schrøder’s 
Multidimensional Model, which is build on Stuart Hall’s encoding/decoding model along with a 
semiotic approach taken from Roland Barthes. We will through a combination of these try to 
explain the message and meanings understood from the ad ‘The Little Red Riding Hood’ in order to 
investigate if the theory adheres to the answers and findings from the focus group interviews.  
1.1 - The Multidimensional Model 
Firstly, we will describe the six dimensions as explained by Kim Schrøder, who is a professor 
within communications, journalism and medias, at Roskilde University (Roskilde Universitet, 
unknown year). In the text ‘Making sense of audience discourse’ Schrøder states: “This model may 
help open our eyes to the complexity of actualized readings while still enabling a politically 
committed audience research concerned with the role of the media in processes of social 
reproduction and, not least, social change” (Schrøder, 2000: 1). This is also what we hope to gain 
from positioning this model in our own research. 
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Schrøder’s model, pictured above, is divided in two boxes. The top box refers to the dimensions, 
which we initially go through, namely motivation (1), comprehension (2), discrimination (3) and 
position (4) while the bottom box refers to the dimensions that are relevant after seeing the ad, i.e. 
evaluation (5) and implementation (6). 
The Text dimension in the model refers to the innovation in question, in our case the campaign 
poster. The following dimensions will be anchored in the chosen text. 
The first dimension is Motivation in which the focus is placed on the audience’s lifestyle, interests 
and curiosity. It is the coherency between the lifestyle of the audience and the message and meaning 
of the ad. In order for the audience to understand and relate to the ad, it is essential that there is a 
connection between the two. Besides this, the message of the ad should be supported by other 
current news events, in order to optimally motivate the audience to see and relate to the ad. As 
Schrøder mentions in his text; “if people are not somehow motivated to read a media text they 
encounter, the reception process is arrested right there” (Schrøder, 2000: 12). This places an 
extreme focus on the sender to satisfy the first dimension in order to move on in the process. 
Schrøder explains the second dimension as; “The comprehension dimension of the model is 
conceptualized within a Peircean social semiotic, according to which specific encoded media 
meanings are differentially decoded denotatively and connotatively by audience members according 
to both macro-social factors and micro-social” (Schrøder, 2000: 246). This dimension focuses on 
the understanding of the innovation, both on a denotative and connotative level. Depending on the 
situation of the communication process, it can be interesting to understand the audience's 
comprehension of the innovation in relation to the sender’s initial message or the audience’s 
comprehension in relation to different audiences’ understanding of the innovation (Schrøder, 2000).  
The third dimension is discrimination, which refers to the initial feeling towards the message; is 
there a prejudice opinion towards the subject or does the audience relate to the message right away? 
Is there something in the ad which the audience can relate to in order to want to understand the 
message? As Schrøder expresses: “Several empirical studies of media audiences have found that 
audiences may adopt an aesthetically critical stance towards the text, as they C on the paradigmatic 
and syntagmatic (e.g. generic) aspects of textual production” (Schrøder, 2000: 15). This means that 
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if the message is not set up in a way the audiences can relate to the message might not be perceived 
in the correct way. 
The fourth dimension is position. Here the focus is placed on the subjective position of the 
audience; do they accept or reject the position of the ad and the constituent part. If they reject the 
position this will inevitably follow their experience of the ad and other relevant components: 
“Position’ includes a continuum of attitudinal responses, from acceptance to rejection of the 
perceived textual position and the various textual elements perceived to make up that 
position” (Schrøder, 2000: 17). At this dimension there is a chance of loosing audience’s, as they 
might hold a negative position on the subject and therefore they do not embrace the message. 
The dimension of evaluation is where the model leaves the subjective readings from the stage of 
position and moves on the ‘objective’ readings. Here the sender draws on a political analysis of the 
social formation, which relates readings to the continuous extent of ideological position from 
‘hegemonic’ to ‘oppositional’ (Schrøder, 2000). Evaluation focuses on whether the audience agrees 
or disagrees with the innovation. Schrøder explains in his text that the sender on this stage not 
evaluates the audience readings objectively, but by the sender’s personal political analysis of the 
social subject matter of the message (Schrøder, 2000). 
The sixth dimension is implementation, which relates to how the innovation is put into practical 
effect. This means that after all the dimensions are completed, the audience should implement the 
innovation in their own life. 
In the following section, we will present semiotics through the work of Roland Barthes. 
1.2 Semiotic Approach  
In order to understand social semiotics, we will look at the works of Roland Barthes, a French 
philosopher, linguist and semiotician (Unknown Author, 2015). Our problem formulation is to a 
certain extent based on the understanding of the sign and how the audience interprets the sign in a 
cultural context. The meaning within the sign varies depending on the cultural and social changes 
and must be understood and interpreted with this in mind. Furthermore, we have to keep in mind 
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that the sign can and will be interpreted differently in relation to the context it is placed in. Barthes 
expresses that not only linguistics and signs have two layers of meaning; “Images, too, have two 
layers of meaning - the layer of denotation, that is the layer of ‘what, or who, is represented here?’ 
and the layer of connotation, that is the layer of ‘what ideas and values are expressed through what 
is represented, and through the way in which it is represented?” (Leeuwen 2005: 37). 
This is partially what we aim to investigate through our aforementioned focus group interviews, 
which will be explained in depth in Part 3 - Methodological Considerations. It is interesting to 
investigate the different thoughts that the poster evokes in people. People might get different 
connotative impressions of, among other things, the choice of color and font. We wish to understand 
whether children and adults understand signs differently depending on their social relations and 
understanding of the world.  
Hopefully we will be able to see this difference in semiotic understanding when conducting the 
focus groups interviews with respectively children and adults. We will then be able to gain a greater 
understanding of how the two groups view the campaign poster and which semiotic signs children 
notice compared to which signs adults notice. After conducting the focus group interviews we hope 
to find that the campaign connects children and adults on a mutual ground, which relates to an 
extremely wide age group. 
We find it relevant to apply these two theories as Schrøder’s model gives a good insight in how our 
target group see, understand and implement the campaign. At the end of our analysis, it will help us 
conclude if the campaign is sufficient, as we need to be able to identify the six dimensions within 
the participants’ answers in the focus groups for it to be so. Barthes study of denotation and 
connotation will be useful in order to employ thoughts and ways of expression from our focus 
group participants. We aim to use it to analyze how the mixture of fairy tale and climate changes 
create an impact on the target groups. 
The subsequent part will explain our frame of reference continued by an outline of the 
methodological approach to the study in part 3. Furthermore, it will present the target group and 
research design. 
!10
Part 2 - Frame of Reference – Hermeneutics 
Throughout time the planet has been exposed to different degrees of climate change, but according 
to NASA the current warming of the earth is human-induced and is proceeding with a rate that has 
not been seen in the past 1.300 years (Shaftel, 2015). However, the debate of whether or not the 
changing climate is caused by humans is still raging. Therefore, the study will have to work within 
a frame of reference, which captures the different understandings and opinions related to climate. 
This means that the study is concerned with understanding. 
According to one of the central figures within hermeneutics, Hans-Georg Gadamer, hermeneutics is 
interpretation and the theory of interpretation (Gadamer, 2004). According to him, the character of 
understanding means that we are involved in a prejudicial dialogue, which encompasses both our 
self-understanding and our understanding of the topic in question (Gadamer, 2004). Thus, we are 
not a natural observer, and cannot study a phenomenon without having a “pre-understanding” The 
study will therefore consist of two levels: our own pre-understanding (Appendix 4), and the ones of 
the participants, which the study wishes to interview. 
For Gadamer, these prejudices are not something that hinders our ability to make interpretations. 
One will not be able to assess the matter of interest, unless there is a pre-understanding. However, 
the field of hermeneutics can still approach it as long as there is an awareness of a personal pre-
understanding, identity and history (Gadamer, 2004). Therefore, the interviewer and participants 
must be open and risk their respective pre-understanding to gain new knowledge. 
Part 3 - Methodological Considerations 
According to Kim Schrøder the meaning of a message is created in the encounter with the reader 
and can be investigated by doing reception analysis (Schrøder, 2008). The study takes it point of 
departure in the same concern; to understand what happens in the encounter of a campaign and the 
audience. Therefore, the study will define and use reception analysis because it is essential towards 
a qualitative approach of audiences’ sense making (Schrøder, 2008). It will help ensuring that the 
campaign succeed in engaging with the target audience, and the problem formulation will be best 
researched by embarking on an empirical investigation; focus group interviews. 
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Reception analysis explores the experiences and meaning-making audiences produce because of the 
encounter with media products; either verbal and visual texts or through discourses (Schrøder, 
2008). The study has an urge to understand how the campaign contributes to the target audience’s 
knowledge, beliefs and understanding, and reception analysis will unfold the potential meanings of 
the campaign and the reader's interpretive repertoires, which is affected by history, culture and other 
life circumstances (Schrøder, 2008). Therefore, the study will turn to the six dimension of media 
reception by Schrøder; Motivation, Comprehension, Discrimination, Position, Evaluation and 
Implementation, since the model can help the study understand the complexity of readings by the 
audience (Schrøder, 2000). 
As described in Part 1 - Theoretical Approach, the model was developed as a challenge to the 
theoretical framework of Stuart Hall and his encoding/decoding article, which was critiqued for its 
one-dimensional approach. Therefore, the study will use the six dimensions by Schrøder to inspire 
the interview guides (Appendix 5). Two interview guides will be conducted, where the first will 
consist of the study’s thematic research questions and the second with the guiding interview 
questions, which are inspired by the online survey (Appendix 8) conducted beforehand by us as a 
group (Kvale & Brinkmann, 2009). The interviewer will be guided by the written questions but is 
open to what is happening in the room. Therefore the interviews will take their starting point in the 
interview guide but will be semi-structured.  
The study seeks to compare the readings of the campaign by children and adults and thereby the 
participants will be selected based on gender and age (Part 3.2 - Target Group Considerations). 
There will be conducted two interviews lasting approximately 40-60 minutes. The participants of 
the first interview (now referred to as G1) will be 6-10 men and women within the age-span 35-50, 
who all live in Copenhagen. The participants of G1 will be found by searching the networks of the 
group members conducting this study. Being that some of the participants know each other 
beforehand and that they know the interviewer has its strengths and weaknesses. First of all, if one 
of the participants does not know the other participants, he or she can feel a sense of exclusion in 
some situations, where the other participants can have a similar understanding because of their 
relationship. One of the strengths is that there is a sense of comfort within the group, which will 
inspire the participants to speak honestly and freely. 
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The participants of the second interview (now referred to as G2) will be 6-10 children within the 
age group 12-14 years old. The participants of the G2 will also be of mixed genders. Both of the 
interviews will be conducted at Søndermarkskolen in Frederiksberg. 
 
One of the considerations and pitfalls of conducting the interviews was that the participants were 
not native English speakers. Therefore, for the purpose of the project we conducted the interview 
with the G2 in Danish, translating the campaign into Danish as well. Therefore, when using quotes 
and referring to the interview later on in the project, these will have been translated into English. 
The interview with the G1 was conducted in English, since one of the participants was not fluent in 
Danish. These considerations will be further discussed in Part 5: Discussion of Findings. 
Before conducting the interviews, the participants will receive a letter with information about the 
topic and where the interviews will be conducted (Appendix 9). Furthermore, before conducting the 
interviews, the participants will be introduced to the campaign through a briefing. Here, the 
participants will once more be told what the topic is about and how the interview will be conducted. 
The participants will be informed that the interviewer has the obligation to keep all information 
confidential and that the participants can withdraw their statements at any time (Kvale & 
Brinkmann, 2009). 
When deciding on the research design and how to structure the interview situation; setting, 
questions, sound or video recording and transcription the study will be provided with useful tools 
by turning to Kvale and Brinkmann (Kvale & Brinkmann, 2009). 
The interviews will be conducted at Søndermarkskolen, because the setting of the interview should 
be as neutral as possible for the G1, so they feel secure in speaking their mind. In the case of the 
G2, the frame of their school will hopefully open up for a comfortable feeling, leaving them with an 
urge to participate in the group discussion. 
When conducting the two interviews, they had their point of departure in the same thematic 
questions and research questions. However, when conducting the interview with the G2 the 
approach was adapted. After we conducted a test-interview, where we asked a group of children the 
same questions as the G1, we found that they did not respond to the approach. Therefore, instead of 
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asking the precise questions in Appendix 5, the interviewers wrote specific themes on the 
flashcards, which covered the questions presented for the G1. The reason why the approach was 
altered during the interview with the G2 was because the interviewers intercepted that the children 
were more responsive to an open dialogue instead of being asked specific questions. By altering the 
approach in this manner, the interviewer succeeded in covering the same themes and questions by 
adapting the interview setting to the specific group. 
After we have conducted and transcribed the interviews, we will be using both tools from semiotics, 
Schrøder’s six dimensions and comparative analysis to analyze the focus group interviews.  
3.1 - Target Group Considerations 
In the early stages of constructing the communication plan, it was decided that the primarily target 
audience of the campaign ‘Help Save Our Fairy Tales’ would be parents and secondarily children. 
Therefore, when deciding on the goal of the project the group wanted to focus on the reception of 
the campaign by the two groups; adults and children. The participants of the two focus group 
interviews are therefore selected based on demographic characteristics as gender and age, which 
can be seen in the table below: 
 
G1: 
Participant Name Age Gender Occupation Children
1 Lene S 47 Female Clinical Head Nurse 3
2 Lars 50 Male General Manager in local council 3
3 Lene G 45 Female Vice Principal 3
4 Simon 35 Male School teacher 1
5 Anne-Sofie 35 Female Secretary 0
6 Mihai 37 Male Employee at Metroselskabet 0
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G2: 
 
When deciding on the characteristics of the participants, the group decided to keep the variables as 
simple as possible. If the project sought to investigate why certain people receive the campaign as 
they do, we would have expanded our demographic characteristics and investigated the 
psychographic information as well; their hobbies, interests, what they engage in and their lifestyles. 
By focusing on the importance of social and cultural aspects of receiving, we could have 
investigated even further. However, that would be a different project and our vision was very clear; 
we want to investigate the reception of the campaign and if creates room for dialogue. We did 
however decide to incorporate their occupation in order to make sure we reach a wide audience 
from different social levels. 
3.2 - Comparative Analysis 
Arend Lijphart is professor of Political Science at Yale University (UC San Diego, 2015). He 
defines the comparative method as the analysis of a small number of cases, which requires at least 
two observations, but less than about 20 (Lijphart, 1971). Lijphart aims to determine the 
comparative method in relation to the experimental, statistical, and case study approaches. 
Furthermore, Lijphart emphasizes that the comparative method is defined as “a method of 
discovering empirical relationships among variables and not a method of measurement” (Lijphart, 
1971: 638). A comparative analysis will provide us with an understanding of differences and 
similarities within the focus group interviews and the participants’ opinions. It will help us gain an 
understanding of how and if the campaign is understood differently among children and adults. 
Participant Name Age Gender
1 Nikon 12 Male
2 Dresia 13 Male
3 Ayman 12 Male
4 Alexander 13 Male
5 Minna 12 Female
6 Hadja 14 Female
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Lijphart states that the comparative method should be turned to when only a small number of cases 
is available and thereby cross-tabulating them further in order to create credible controls is not 
achievable, as is the case within this study (Lijphart, 1971).  
Part 4: Analysis of Focus Group Interviews 
4.1 Schrøder’s Multidimensional Model 
We want to start our analysis by applying Schrøder’s multidimensional theory to the focus group 
interviews in order to investigate, whether or not our campaign poster fulfills the six dimensions as 
previously described. By doing this, we are able to attain a better understanding of how our 
campaign would work if it were to be placed in a public sphere. 
After conducting the two focus group interviews, we have the relevant information to see whether 
or not our participants through their answers and discussions cover the dimensions set forth by 
Schrøder. We will go through the dimensions separately before discussing the connection between 
the six dimensions. 
After conducting the interviews it is evident that there is a clear motivation for the audience. For 
many of the target group participants, there is a connection between their way of life and the 
message of the campaign poster. There is a distinct discussion between the participants about 
whether or not they can relate to the poster in a way, which reflects back to their everyday life. This 
can be seen in the interview with the adults, where they state that the environment is important in 
their everyday life; “Yes I do! Everyday! The garbage are taken care of. So I divide everything to we 
can use more. I think about it when I put up an electric bulb in the lamp, so I do.  I think about it 
when I drive the car, if I can take the bus or the train instead. Or could I take the bike so I try. And 
always I’ve done so, teaching my children to go on a bike, but it’s in a big city, it’s 
difficult” (Appendix 7, C133, 00:27:06). 
Even though there are different ways of taking care of the environment, there is a mutual 
understanding throughout the interview that it is necessary to think about the environment in your 
everyday life. The children also acknowledge that we need to think about the environment; 
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however, they express this in a substantially simpler way. However, the motivation is still present in 
their everyday life. This also means that when the audiences see the poster, they feel the urge to 
read the text and also look closer at the campaign as a whole. As mentioned earlier when explaining 
the idea behind the motivation, it is extremely important for the first dimension to be fulfilled in 
order for the audience to move on in the process. 
When looking at the second dimension ‘the comprehension dimension’ there is a common ground 
within the adult and children’s interview. They both noticed the fairy tale elements and expressed a 
connection to this. The participants in G1 related to the fairy tale elements in a nostalgic way and 
mentioned how this gives them a feeling of something familiar, which they could relate to. One of 
the participants relates it to his childhood and explains how it speaks to him in a different way than 
other climate campaigns; “It relates more to us as viewers because, probably you know, most of us 
have read The Little Red Riding Hood and we can relate it to a personal level I guess. Instead of 
just seeing mountains of trash in the rain forest and in you know…. This is more personal, it relates 
more to, you know, what’s inside I guess” (Appendix 7, C44, 00:06:38).  
The children in G2, on the other hand, could relate to the fairy tale genre, though they did not 
mention the nostalgic element. They found that they could understand the message through the fairy 
tale and it gave them a feeling that it was something from the old days. Very early on in the 
interview they understood that the fairy tale was changed to represent something different than the 
idyllic stories they were used to. One boy mentioned; “Actually, I would say that the fairy tale is 
rewritten to the real world” (Appendix 8, C55, 00:03:05). This indicates that he understands that 
this is a fairy tale he knows and that the simple small change of placing the trash makes him 
associate the story with the world we live in. Together, the adults and the children understood the ad 
both on a connotative and a denotative level. Both groups understood the initial fairy tale and when 
looking into the story and meaning behind, they understood the campaign message in relation to the 
fairy tale genre. 
This leads us to the third dimension, which is discrimination. This dimension goes hand in hand 
with the aforementioned dimension, in that the way the campaign poster is understood on a 
connotative and a denotative level also reflects the amount of discrimination and whether or not the 
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understanding of these appeals to the audience. In our case the audience related to the topic in a way 
that they know what it does to the environment when you throw trash on the ground, and that this is 
wrong. Especially the participants in G2 related to the poster, they expressed that the poster made 
them feel sad and annoyed that people treat the earth poorly (Appendix 8, C38-C41). It became 
evident through the focus group interviews that these children are raised not to throw trash on the 
streets and that this is wrong, which helps them relate to the topic. To a certain degree the adults 
feel the same way, yet they compared the campaign poster to other climate campaigns in order to 
express their opinion towards the subject and the campaign poster. One of the participants explained 
it like this; “But honestly, when I get guidelines I get øhhm a feeling øhm, you’re a child and 
someone is telling you, remember to do this and this. And like you’re in school and you have these 
textbooks and flyers. I like that you have to think for yourself and you have to think; ‘okay, what can 
I do?’ I can maybe not throw this (small piece of paper) out on the street; I can use the trashcan 
instead” (Appendix 7, C65, 00:11:47). He feels as if all the other campaigns are telling him to do 
something specific, creating guidelines and rules for him, which makes him not want to commit. 
Besides this the campaign poster also plays on the feelings we get from the fairy tale, which also 
creates a relation for the audience. This helps the campaign to be understood in a different way than 
other campaigns. 
The following dimension is the position of the audience, which to some extend is related to the 
previous dimension. During our focus group interviews, we did find that the position of the 
audience was rather important for the effect of the campaign poster and whether or not the 
audiences embraced the campaign message. We also realized that with a subject as widely debated 
and to some extend exhausted, it is hard to find new ways to intrigue and interest the audiences. We 
did, however, get rather good feedback concerning this stage of the process in that our focus group 
audiences, both children and adults, accepted that global warming is a problem and that we need to 
do something about it. In the adult focus group interview, the discussion was regarding who had the 
main responsibility of creating better circumstances for the earth and its residents, one of the focus 
group participants put it in a way where he agreed with the issues, but was unsure of how to 
encourage and convince other people to do something about it; “Every little step is a contribution to 
the big goal. And øhm, perhaps I think that I needed more to get that feeling, that I have that 
!18
responsibility and I think some of the debate is, as you say, far away – I can distance me from it. 
And I think that’s a problem. We have to take it serious everybody; we have to øhm divided our 
garbage. We have to use less electricity and so on. But instead of making it everybody else’s 
problem, it’s my problem” (Appendix 7, C61, 00:10:34). Here we see that he clearly agrees with the 
message, but has a hard time accepting that other people push the issue aside and places the 
responsibility on others. The G2, on the other hand, understood the problem and could easily relate 
to it. It was hard for them to think about the animals that died but they eventually also related the 
poster to climate change and the effects of this. “Well I don’t know if what I am saying is right... 
well I felt that the smell and stuff like that is hard to tolerate and the weather gets hotter and hotter 
and hotter and then north and south gets... yeah all the way south and all the way north there is 
more and more water” (Appendix 8, C81, 00:04:48). Here, they accept the message that the climate 
is changing and it is something they do think about, besides their everyday life in Denmark. 
The dimension of evaluation relies more on the sender. We as mediators of the message and the 
campaign poster understand the audience in a certain way. When creating the campaign poster, we 
decided to keep it oppositional by leaving out any politically strong queues in order to focus mainly 
on the issue in question; climate change. Even though our participants might be hegemonic, we 
hoped to keep it out of the focus group discussion; the participants did however start a discussion on 
CO2 quotes and the effect of these. One participant goes on to say “yeah but my point of view is that 
if of course they can do that, but my point of view is that somebody else has to pay because you can 
pay. So somebody else is going to take all the seats that are not CO2 neutral” (Appendix 7, C186, 
00:35:57), so even though there was an attempt to keep the discussion oppositional, the participants 
still veered in that direction. Schrøder explains it as; “To pronounce a given reading ‘hegemonic’ or 
‘oppositional’ simply means that the analyst concludes that this reading, if converted into social 
practice, would contribute to preventing or bringing about what he/she sees as desirable social 
change, respectively” (Schrøder, 2000: 251). 
This means that the comments, which might be conceived as political, simply reflect the desired 
changes within the social frame.  
The last dimension centers on the lasting effect of the campaign poster. During our focus group 
interview the participants did discuss whether or not they would be affected by and implement the 
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message of the campaign poster. There were mixed feelings regarding how and when the 
participants would implement the changes in their everyday life. One participant articulated; 
“Depending on the amount I saw the poster. The time between I saw the poster and I do it, drop the 
paper, yeah if it’s (the poster) is right next to me, I would probably go back for it, but if I saw it two 
days before, I probably wouldn’t” (Appendix 7, C104, 00:21:13). The kids would think about it if 
they saw the poster, but in a different way. They have a harder time relating it to the bigger picture; 
they relate it to the animals and the importance of picking up trash. During the focus group three of 
the kids have a discussion regarding this; “Alexander: yes, I start thinking about the birds and how 
they have them (plastic rings) around their neck and such stuff. 
Dresia: you just have to think about over time you throw trash you ruin life for yourself. You destroy 
nature. You destroy... 
Nikon: Actually you hurt yourself” (Appendix 8, C146-C148, 00:09:04 - 00:09:16). 
There is a clear understanding of how throwing trash affects the environment. They also expressed 
that they would think about the campaign poster in connection to throwing less trash in the 
environment. 
After looking at the six dimensions in relation to the answers acquired through the focus group 
discussions, it is evident that the participants, both the adults and the children, complete the six 
dimensions of The Multidimensional Model.  
The discourse concerning climate change is perceived differently during the focus group interview. 
The audience perceives it in a different way. The social discourse is also an important factor when 
understanding how the audience sees climate change in relation to their own lifestyle; “I would like 
to emphasize that the model first and foremost should be perceived as a heuristic model- its success 
rate should be evaluated on whether or not it can help get a hold on the more complex decisions 
making process, which is present during a qualitative reception interview” (Schrøder, 2000: 
Appendix 10). We believe that our focus group participants have been through this process and that 
we have a better grasp of the comments and decision-making made throughout the focus group 
interviews. 
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In the following section we will complete a comparative analysis in order to understand how the 
two focus group interviews differ in their understanding of the campaign poster and the message.  
4.2 Comparative Analysis of Focus Group  
In this section, our focus will be placed on the semiotic means within the answers given during the 
two focus group interviews. We have decided to focus this part of the analysis on two relevant 
things; how the fairy tale elements are understood and on the understanding of climate changes. In 
order to understand how the children and adults understand the campaign poster differently, it is 
relevant to make a semiotic analysis based on their answers and comments in our focus group 
interviews. The meaning of a sign can be understood differently between people, depending on age, 
social relations and their general understanding of the world. 
Looking at how the two groups understand the campaign after looking at it and reading it for the 
first time, it is interesting to see how the children and adults comprehend it differently. The first 
thing the children see is garbage, The Little Red Riding Hood or the red cape and that the poster 
looks a bit old (Appendix 8). The adults also mention the garbage and The Little Red Riding Hood, 
as the first things that catch their eye (Appendix 7). Two participants from the G1 point out that it is 
because of the red color and because it is centered in the picture somehow. Even though it is not 
mentioned by the G2, it is very possible that those before mentioned reasons, also applies to why 
the children s ees The Little Red Riding Hood as the first thing, as the red color is very conspicuous 
in the picture. One participant utters, “I think the color has a meaning. The black and red makes a 
difference between clean and dirty” (Appendix 7, C18, 00:01:40). This participant comprehends it a 
bit different, he finds the red color conspicuous too, and he finds that there must be a deeper 
meaning to it. 
Both groups notice the old style of the poster. Both within the illustration, but also from the old font 
the fairy tale is written in. In Appendix 8, one participant says; “The poster looks a bit old-
fashioned” (Appendix 8, C6, 00:01:06) and again a bit later he utters that the font is a reason for the 
old-fashioned look.  The same person also expresses that it reminds him of a poem and another 
participant continues; “Yes, me too… H.C. Andersen” (Appendix 8, C24, 00:01:45).  The G1 
recognize the fairy tale genre too, one even utters; “Like a distorted fairy tale” (Appendix 7, C17, 
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00:01:38). It is clear from the G1 that they all recognize the rewritten fairy tale and find it sad and 
disturbing. One can argue that the reason why most participants recognize the fairy tale genre is 
because of the rewritten fairy tale. However, they comment more on that they get it from the old 
font and the illustration, whereas the adults mention the word fairy tale directly. The children seem 
to focus more in on the connotations they get from the poster because of the means used in it.  
Comment 44 in Appendix 7 also points towards the fairy tale genre; “It relates more to us as 
viewers because, probably you know, most of us have read The Little Red Riding Hood and we can 
relate it to a personal level I guess. Instead of just seeing the mountains of trash in the rain forest 
and in you know…. This is more personal, it relates more to, you know, what’s inside I 
guess” (Appendix 7, C44, 00:06:38).  This comment is interesting because the participant mentions 
that the way the fairy tale genre is used in the campaign helps to get his attention, since he knows 
the story and therefore it touches something inside him. One can argue that the comment expresses 
a feeling of nostalgia. Another participant backs up the nostalgic feeling by saying; “It invokes a 
feeling. Especially the line ‘Help Save Our Fairy Tales’ is really good” (Appendix 7, C45, 
00:07:00). This is interesting as it was something we aimed to figure out through our focus group 
interviews; whether the fairy tale genre plays a role in the way our target group perceives the 
campaign. Also one argues; “…I think it is a very clever ad because you don’t understand the ad 
unless you know the story and if you know the story, you know there’s not trash in the story. So I 
think it is very clever because it’s so simple. Could use a dead bird or two...” (Appendix 7, C116, 
00:23:36). This person argues that the fairy tale is the reason why the campaign might work, he 
expresses that people that knows the story might be touched by the connection to nostalgia and real 
life. 
The participants from the G2 do not seem to perceive the fairy tale genre through nostalgia the same 
way the adults do it. They mention that the poster and the rewritten fairy tale make them feel sad 
and evoke a sense of guilt towards the nature and the dead birds. One participant utters; “actually, I 
would say that the fairy tale is rewritten to the real world” (Appendix 8, C55, 00:03:05). The 
children clearly recognize the sadness in the campaign and it can be argued that it evokes some 
feelings inside them. It is interesting the way they talk about the outcome of how we treat the nature 
and how some of them admit they have been throwing garbage themselves. 
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The colors in the poster clearly play a role in people’s understanding of it. One participant connotes 
the green color with money and expresses; “At first I thought the trash was money because of the 
color” (Appendix 7, C19, 00:01:52). 
 The frail colors in the picture are being perceived differently. Some of the kids utters that it makes 
the campaign look old-fashioned, while the adults sees it as a sign of autumn. One finds that the 
colors are well fitting for the poster and its meaning; “I think it fits well for the 
campaign” (Appendix 8, C216, 00:14:19). However one also expresses that he finds the choice of 
colors boring, however, we will argue that less frail colors might not express the fairy tale genre 
clearly enough (Appendix 8). 
One can argue that the two focus groups, to some extent, understand the same from the campaign 
poster. The groups focus on different aspects of the poster, but all the participants recognize the 
fairy tale genre, at some point during the interview. Thus, it is very scattered when the feeling and 
impression get to them. It is interesting that the participants of the G2 are so aware of the 
responsibility they have. However, it is important to remember how a group of children in the age 
12-14 can affect each other in a focus group interview. The adults seem to be fairly interested by the 
different perspective towards a climate campaign, and some of them even express some of the 
thoughts which the project group had when coming up with the idea in the beginning of the 
semester. Among other comments, these two are remarkable; “(...) It just evokes a feeling in 
you” (Appendix 7, C59, 00:10:07) and  “It starts a conversation. So as long as you start talking 
about things, it’s more…you know, things may happen” (Appendix 7, C60, 00:10:21).  
In the following part, we will look into the topic of climate changes and how this is opinionated and 
discussed within the two focus group interviews. During the interviews, our participants naturally 
discuss climate change. Quite quickly, the children mention words like ‘pollution’ and 
‘trash’ (Appendix 8); the same goes for the adults (Appendix 7). One thing which was very evident 
throughout the two focus group interviews, was that the children focused more on the illustration 
rather than the text, while the adults were more interested in the text rather than the illustration: "I 
notice that where there is trash, the trees look dead" (Appendix 8, C33, 00:02:41) and “I start 
thinking about 'lonely'. You know, there is a lot of things around you that dies and so on... around 
you, so you're all alone... and then for example in nature, there is a lot of animals so you're not all 
!23
alone... but she is walking all alone” (Appendix 8, C66, 00:03:39). When looking at the adults and 
their perception of the poster they, as mentioned, look to the text much more than the children do, 
though they also discuss elements within the illustration of the fairy tale. A reason why the children 
might focus more on the illustration than the adults do, is because children are more visually 
oriented than adults and by choosing to formulate our message with more meaning systems than 
just language (e.g. illustrations), one increases the chance of reaching the informational weak 
(Andersen & Smedegaard, 2012: 58). One could argue that children are informational weak being 
that they are undergoing a learning process, and thereby not educated as highly as the adults.  
As before mentioned, the campaign evokes negative feelings within our participants, both children 
and adults had a sense of sadness after reading or looking at the poster. Because of this, we found it 
relevant to look into how our participants treat the environment and whether or not they are aware 
of what they can do in order to help save the planet. The children were very focused on climate 
change consequences in general, while the adults were more focused on climate change in relation 
to what is portrayed through the campaign. One could argue that this is because children are more 
short-tempered and thereby don’t have enough excess energy to focus on multiple things at a time. 
In spite of this, both groups mention many of the same things, such as remembering to throw out 
trash and not on the street: “Yes I do! Everyday! The garbage are taken care of. So I divide 
everything so we can use more. I think about it when I put up an electric bulb in the lamp, so I do.  I 
think about it when I drive the car, if I can take the bus or the train instead. Or could I take the bike 
so I try. And always I’ve done so, teaching my children to go on a bike, but it’s in a big city, it’s 
difficult.” (Appendix 7, C133, 00:27:06). Here the participants also mention using your bicycle; this 
is also something the children talk about: “Use your bike more, don't use your car” (Appendix 8, C 
115, 00:07:02). Furthermore, both groups are focused on elements of their everyday life. For 
instance, the children talk a lot about how they can wrap their lunches differently and one mentions 
his spare time activity: “Yes, I just start thinking about, because now there's no grass here, right? 
(Points to poster) So I start thinking about, if too much trash is thrown around, then it will 
eventually hit the football fields. I was practicing (football) the other day, and after school football, 
there was lunches everywhere.” (Appendix 8, C203, 00:13:25) and goes on to “That was also what 
I thought. You know, with the football fields, you know, it becomes sad.” (Appendix 8, C214, 
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00:14:11), and it affects him negatively, he senses a feeling of sadness. The adults address their 
workplaces and other everyday activities. (Appendix 7, C208 & 133).  
Summing up, the groups focus on many of the same things and discuss these things amongst them. 
The adults are to a degree more well considered in their answers and find it easier to discuss the 
topics in relation to the poster, but this could mainly be because of age and experience difference.  
Part 5: Discussion of Findings 
5.1 - Discussion of methodological approach 
During the discussion, the project will look into the methodological considerations concerning our 
focus group interviews, dealing with non-native English speakers, children and a discourse 
unspecified. 
When we began working with the idea of conducting focus group interviews, we were all fairly new 
at this. We have tried it once or twice before, but the phrase “learning by doing” truly framed the 
work we had ahead of us. We decided to conduct two interviews; one with children in 6th grade and 
one with adults in the age span 35-50. The reason why we chose to focus on these two groups was 
an interest in investigating the different opinions regarding our climate campaign across 
generations. Furthermore, we were interested in unfolding if our campaign would create room for 
dialogue – and especially between parent and child. Did we uncover what we imagined to find? Or 
did the interviews lead us in a new direction? 
First, we need to dwell on the fact that we conducted the two interviews slightly different. We 
decided to conduct the G2 in Danish, also translating the campaign into the children’s native 
language. We estimated it to be the approach, which we would gain most data by doing, since the 
participants of the G2 would be more comfortable speaking their native language. However, in 
regard to the G1 we decided to conduct it in English. First of all because one of the participants did 
not speak Danish as his native language and secondly, because we assessed the participants to be 
educated and thus in possession of English proficiencies. But what did these methodological 
choices provide us with? We found that the participants of the G1 sometimes had difficulties finding 
the words they were looking for, using onomatopoeic words as “øøøøh”. Furthermore, they 
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switched between saying “climate changes”, “environment” and “pollution”, giving the impression 
that they were confused with the actual theme – this will be further discussed below. However, we 
also found that the participants had no hesitations speaking their mind and covering several themes 
and topics during the interview. Therefore, we could question if the participants were ‘skilled’ 
enough to conduct the interview in English, but they were definitely comfortable doing so. 
Secondly, we decided to frame the interviews in two different ways. The G1 was conducted by 
following the interview guide, asking them questions within the six dimensions of Schrøder’s 
multidimensional model. The G2 was also introduced to the six dimensions, but instead of 
presenting them as questions we presented them as themes. After conducting a test interview with 
the children, we found that by using a thematic approach the children were more responsive to the 
discussion. Therefore, because of the test-interview, we discovered some invaluable knowledge 
regarding the participants of the G2, making sure we collected a more solid amount of data. 
Looking back at our approach, it would have been interesting to make an interview with a mix of 
parents and children. It would have given us a strong insight into how the dialogue between parent 
and child would develop, and if they gave any different answers than in the other interviews. 
Dialogue – and discourse – are exactly what the last paragraph is about, the considerations 
regarding it and how it could have been done differently. 
“Language use is a social phenomenon: it is through conventions, negotiations and conflicts in 
social contexts that structures of meaning are fixed and challenged“ (Jørgensen & Phillips, 2002: 
25). Through our focus group interviews we came to understand some of the aforementioned 
structures that would cast light on the opinions that are voiced. The participants covered different 
topics; taking care of the environment, teaching their children how and some mentioned presenting 
it at work. 
Through our target group considerations, the tables show that the participants include e.g. a General 
Manager in a local council and a Vice Principal. In some of the statements, their professions can be 
said to be transparent: “we just had a big discussion about that (if water fights are okay) because 
last school day for the kids they want to have a big water fight out here” (Appendix 7, C161, 
00:33:17). The statement shows a concern regarding the environment, and a wish to incorporate the 
discussion at work. Another participant expresses: “Yes I do (take care of the environment)! 
Everyday! The garbage are taken care of. So I divide everything so we can use more. I think about it 
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when I put up an electric bulb in the lamp, so I do.  I think about it when I drive the car, if I can take 
the bus or the train instead. Or could I take the bike so I try. And always I’ve done so, teaching my 
children to go on a bike, but it’s in a big city, it’s difficult” (Appendix 7, C133, 00:27:06). The 
aforementioned comments are interesting and important for our study, because they show an 
interest in and a concern for the environment and a wish to evoke in a dialogue with others. 
Generally, the analysis showed that the meanings and opinions of the participants could be 
challenged and open to change through discussion. 
Not only did the participants show diversity in opinions regarding the campaign, but also in relation 
to climate changes and the understanding of it – what the word means and what it holds. A 
participant express that the phrase “help save our fairy tales” makes him associate with H.C 
Andersen, and that it contradicts with the main concern of the campaign; the environment 
(Appendix 7, C46). Another participant continues: “it’s the culture as well as the environment… 
øhm cause it's easier for me to connect with that topic” (Appendix 7, C47, 00:07:30). These two 
examples are interesting – and very important – to mention, because the discourse regarding 
“climate changes” differs. It differs in science, politics, media and thus also within the focus group 
participants and the members of the project group. 
According to Krueger, the first few moments of a focus group discussion are critical. It is where the 
ground rules and tone of the discussion are established. He states that the first part is critical and 
determines if the interview will develop successfully (Krueger, 2002). When we started the project, 
we made a pre-understanding (Appendix 4) of how we would approach the topic of climate changes 
and articulate it. Then, when we conducted the interviews, we presented the theme of the discussion 
as being “climate changes” and began the interview. But was that really enough? Should we instead 
have been more specific of what we meant with climate changes, and have had a short introduction 
to how the participants understood it? Perhaps, it would have helped our project have an even 
clearer insight into the opinions regarding climate changes, ensuring that no misunderstandings took 
place. When we transcribed the interviews, it became clear that both the interviewer and 
participants rummaged between ‘environment’ and ‘climate change’ (Appendix 7, C50), so looking 
back a clear discourse could have provided the interview with a stepping-stone and specific 
dynamic.  
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As a sum up, we ask the question; what did the focus groups interviews provide us with?  
When we started working with ‘climate changes’ we all had a predetermined understanding of the 
topic. This pre-understanding guided us in our choices, and when we decided to do interviews to 
investigate our problem formulation, we would soon be shrouded in the understanding of the 
participants as well. Before we conducted the interviews, we hoped that the participants would be 
connecting the campaign with feelings of recognition, nostalgia and melancholy, and this was 
actually what we found. Looking at the participants’ answers from the interviews, we find that some 
of the participants do get a feeling of nostalgia and melancholy from the poster and the fairy tale 
genre. Most of them also utters that the poster evokes a feeling of recognition towards the fairy tale 
Little Red Riding Hood, and that the poster thereby might be able to start a conversation. Therefore, 
the interviews provided us with the answers we expected. However, in the online survey (Appendix 
8) the answers given are more critical towards the campaign, and they often state that they would 
not notice the poster or think more thoroughly about it. This leads one to wonder why? When we 
presented the poster to the participants answering the online survey, they were presented to what we 
believed to be the finished project. However, they commented that the information on the poster 
was difficult to read and furthermore the payoff ‘Help Save Our Fairy Tales’ was at the time not 
placed on the poster. The answers we received through the online survey provided us with 
invaluable knowledge to optimize our campaign poster. Overall, all of the participants of the online 
survey and the focus group interviews helped expanded our horizon on the topic of climate change, 
our campaign poster and the conversations it evokes in our target audience. 
Part 6: Conclusion 
When we set out to make a climate campaign, the most important aspect for us was to create 
awareness. We imagined our campaign to function as a steppingstone for dialogues and discussions, 
especially across generations. Therefore, we wanted our campaign poster to be center around 
something that binds us all together; fairy tales. Fairy tales are something that we have all grown up 
with, whether it has been presented to us as a bedtime story or during Danish lessons in school. 
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 Because the fairy tales genre is a genre we all have feelings towards, we wanted to investigate how 
our campaign poster was comprehended by both adults and children.  
We found that the participants of the G1 were positive. They were fond towards the message of the 
campaign and the way it was communicated - the campaign was different and innovative. The 
participants of the G2 were, likewise, drawn towards the campaign but expressed that they had 
difficulties imagine how the campaign would function in real life. The children were more focused 
on the printed, smaller, version in front of them then the thought of the campaign. However, it can 
be concluded that not all the participants of the focus groups would necessarily go through 
Dimension 1: Motivation of The Multidimensional Model. Some state that if they do not have the 
time to read the campaign, they would not notice it, because of the amount of text. 
According to the participants, there were different opinions towards how the campaign encouraged 
them to act. Some of the adults from G1 expressed that they doubted what the campaign wanted 
them to do, and they lacked information regarding a specific act to carry out. However, others 
expressed that they were glad that the campaign did not enforced anything upon them. The 
campaign was not made with any enforcement in mind, but instead to create awareness and 
dialogue. Therefore, we conclude that because the focus group participants wanted different things 
from the campaign, and because we are not necessarily able to act out every wish, we will be 
content with the campaign creating dialogue.  
One of the important things that we learned based on the interviews was that the G2 focused more 
on the images than the text as the G1 did. It can be discussed whether this is what will actually 
create the dialogue, since the two units - picture and text - shall be seen in connection for one to get 
the full understanding of the campaign. 
Furthermore, the campaign creates associations to climate in both the G1 and G2, which sparks a 
discussion between the participants. All of the participants are active during the interviews and 
relate the topic to own experiences. As a final conclusion, we believe our campaign to have 
succeeded in creating both awareness and dialogue with minor details that would need to be 
changed, if the campaign were to be realized. 
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Part 7: Further Work 
With the results found in this study, it could be interesting to take our research even further to make 
the campaign more successful. Throughout our process we have been interested in investigating 
whether or not the dialogue and way of speaking about the topic climate change, would be altered if 
we gather both adults and children in the same group. Unfortunately, we did not have the time to 
conduct such an interview, but as an idea for further work we imagine a third interview to be 
executed and analyzed.   
Furthermore, we decided to choose our participants based on gender and age. These characteristics 
are presented in the section called ‘3.2 - Target Group Considerations’. If we were to elaborate on it, 
we could have selected our participants based on various characteristics. We would do so in order to 
investigate and understand if cultural and social aspects will have an influence on how the target 
group receives the campaign. But for the purpose of this study, the importance is not on if certain 
people receive the campaign differently based on these characteristics, but if the reception of the 
campaign creates room for dialogue and if the participants are affected by the fairy tale genre. 
Therefore, we choose not to focus on the cultural and social backgrounds of our participants. 
In our project, we have based the importance of the fairy tale on the answers given by the 
participants in the interviews. If we were to take the investigation even further, we could compare 
our campaign with other campaigns based on the fairy tale genre. This would help us understand, if 
it is in fact the fairy tale that affects the participants and if they are as strongly affected by our 
campaign as with the others.  
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